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Social development makes people focus more and more on their spiritual level of
enjoyment and external image, in recent years, the market share of China's skin care
products showed a blowout growth, especially for male skin care market, stimulating
a lot of World-Reputation Brands claim to speed up their construction of male skin
care brand and enter the blue ocean market. However, in the traditional culture of
China, the attitude of male beauty is very contradictory, on the one hand the beauty of
the traditional aesthetic image is not like the Western-style, which is the warrior
image full of muscle, as well as male hormone temperament, but is clean and polite,
such as Pan An and so on.
However, compared to the aesthetic pursuit of the image of male’s clean, in the
actual behavioral attitude, the traditional view does not agree that men should spend
too much time and money on the external management, which will be considered as
lack of men's temperament. In this context, to figure out what motivate the male to
buy the skin care products is urgent and meaningful. Considering that the conception
of Chinese male is too huge, and both domestic and foreign research do not research
enough on one specific subject, this paper will make the subject as the 90s Male who
is open-minded and have their own unique personalities, also with huge business
potentials. Based on 90s Male’s digital lifestyle and habit preference for online
purchase, as well as the rapid e-commercialized truth, this paper will focus on online
purchase in terms of purchase place.
For the object of this study, skin care products purchase can be divided into
self-using purchase and non-self using purchase, we finally chose self-using purchase
is according to the logic that what motivate you to use, motivate you to buy, so
self-suing purchase suits this paper more.
As for the research method, this paper mainly adopts the depth interview method
from the qualitative research method, under the framework of the online shopping
behavior model, we depth-interviewed 10 persons, trying to dig out the motives














purchase self-using skincare products behaviors.
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2016 年中国人均 GDP 突破 8000 美元，即将步入高等收入国家行列1，经济的
持续发展使中国居民的可支配收入显著增加，精神层次方面的消费更加丰富。体
现在中国的化妆品行业为：2015 年中国化妆品的零售交易额达到 4843.9 亿元，
比上年增加 19.5%；2011-2015 年中国化妆品交易额复合增长率达到 20.6%，从

















































巴“双 11 电商狂欢节”交易额突破 1207 亿元，结合 2015 年政府出台的《互联
网+流通行动计划》和《关于积极推进互联网+行动的指导意见》，政策上的支持
和互联网基础设施的升级将进一步提升线上场景消费的比率。根据德勤咨询数据，
截至 2016 年 12 月，我国网络购物用户规模已经达到 4.67 亿，同比增长 12.9%；
网购使用率提升到 63.8%，其中手机网络购物用户规模达 4.41 亿，占手机网民




























接受新鲜的事物。更重要的是，当下的 90 后正处于 18-27 岁阶段，覆盖大学生
（本科、硕士）和初级白领这两个最活跃和最强消费潜力的社会群体，他们主导
着社会商品偏好的走向，积极引领着时尚潮流，并且是网络文化中最主要的生力















报告，2008 年至 2013 年，中国男性护肤品市场经历了快速升温，2013 年 4 月至
2014 年 3 月，中国男性护肤品销售额达 48.4 亿人民币，占据三大护肤品整体市
场份额的 11%，远远领先于台湾（7.0%）、香港（4.1%）。在屈臣氏与尼尔森联合
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